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As market has matured and become intensely competitive today, marketing has become
an arduous daily task facing multiple complications. Consumers have become saturated with
asymmetric information of products and services. The difference in quality and quantity of
information causes the profit discrepancy among consumers. As a result, an “information gap
society” has emerged where traditional marketing approaches are incompetent. We need to
focus on consumers’ activities and construct a model called the “marketing concierge system”
to ensure economic and rational outcomes for all consumers. It enables the coordination of
information concerning products and services specifically tailored to the needs of each










Supporting rational consumption behavior:









































































































































































































































4 Coase(1988), pp. 7−8.
5 中島（2002）等、参照。
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